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“Don’t ever let somebody tell you, you can’t do something. Not even me. You got 
a dream. You gotta protect it. People can’t do somethin’ themselves, they wanna 
tell you you can’t do it. If you want somethin’, go get it. Period.” 
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Kemudahan akses internet sudah banyak dirasakan di berbagai wilayah di 
Indonesia, termasuk kota Solo. Kemudahan tersebut tentu dimanfaatkan pula oleh 
masyarakat Solo untuk mencari sekaligus berbagi informasi. Ada banyak akun 
Twitter penyedia sekaligus pertukaran informasi seputar Kota Solo, salah satunya 
adalah Twitter @tentangSolo. Penelitian ini menggunakan teori uses and 
gratification milik Katz, Blumler dan Gurevitch sebagai acuan, serta 
menggunakan pendekatan teori uses and gratification milik Jalaluddin Rakhmat. 
Penelitian ini bertujuan untuk membuktikan ada tidaknya hubungan antara motif 
dan kepuasan terhadap Twitter @tentangSolo dan juga ada tidaknya hubungan 
antara penggunaan dan kepuasan terhadap Twitter @tentangSolo di kalangan 
followers @tentangSolo. Lokasi penelitian ini adalah Twitter @tentangSolo. 
Persebaran kuesioner dilakukan secara online melalui Twitter @tentangSolo. 
Teknik purposive sampling digunakan karena hanya pengguna aktif Twitter 
@tentangSolo saja yang bisa mengisi kuesioner. Teknik analisis data yang 
digunakan adalah Rank Spearman, dengan taraf signifikansi sebesar 0,01. 
Diperoleh rhitung antara motif dan kepuasan menggunakan Twitter @tentangSolo 
sebesar 0,672. Hasil tersebut menunjukkan bahwa ada hubungan yang positif dan 
signifikan. Kedua, diperoleh rhitung antara penggunaan dan kepuasan menggunakan 
Twitter @tentangSolo sebesar 0,644. Hasil penghitungan menunjukkan bahwa 
ada hubungan yang positif. Hasil rhitung keduanya sama-sama menunjukkan kuat 
hubungan yang cukup berarti, namun motif merupakan variabel yang lebih 
memberi pengaruh pada kepuasan dalam menggunakan Twitter @tentangSolo. 
 





KATINA SETYA PURWANDARI, D0211054. MOTIVES, USES AND 
SATISFACTIONS TOWARD TWITTER @tentangSolo AMONG 
FOLLOWERS OF TWITTER @tentangSolo (Correlational Study on Motives 
and Uses with Satisfactions toward Twitter @tentangSolo Among Followers of 
Twitter @tentangSolo). Thesis (S-1). Communication Science Program. FISIP. 
Universitas Sebelas Maret Surakarta. 2016. 
 
 Ease of access to the internet has been much felt in various regions in 
Indonesia, including the city of Solo. Such convenience is certainly utilized by 
people of Solo to look for as well as sharing information. There are many Twitter 
accounts as well providers exchange information about the city of Solo, one of 
which is Twitter @tentangSolo. This study uses a uses and gratification theory 
Katz, Blumler and Gurevitch as a reference, as well as the approach uses and 
gratification theory which belong to Jalaluddin Rachmat. This study aims to prove 
the relationship between motive and satisfaction to twitter @tentangSolo and also 
the relationship between the uses and satisfaction of Twitter @tentangSolo among 
followers @tentangSolo. The location of this research is Twitter @tentangSolo 
itself. Distribution of the questionnaire is done online via Twitter @tentangSolo. 
Purposive sampling technique is used because only active Twitter users 
@tentangSolo who could fill out a questionnaire. Data analysis technique used is 
Rank Spearman, with a significance level of 0.01. The rvalue obtained between 
motive and satisfaction of using Twitter @tentangSolo is 0.672. These results 
indicate that there is a positive and significant relationship. Secondly, rvalue 
obtained between use and satisfaction of using Twitter @tentangSolo is 0.644. 
The result of calculation shows that there is a positive relationship. The results of 
rvalue they both show a fair relationship, but the motive is the variable that gives 
more influence on satisfaction in using Twitter @tentangSolo than the uses. 
 
Keywords: correlation studies, twitter usage motives, twitter usage patterns 
 
